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INTRODUCTION:
 Digital Switchover (DSO) is the process of launching the DTT platform and
switching off analogue terrestrial television platform. All member Nations
of the International Telecommunication Union (ITU) agreed to this process
at the ratification of the Geneva 2006 Agreement which put in place an alldigital plan for the use of frequencies in the VHF (173 MHz to 230 MHz)
and UHF (470 MHz to 862 MHz) bands. This plan, which entered into force
on 17 June, 2015, has served as an important impetus for countries to
transit from analogue to digital technologies in broadcasting (OSCE, 2010).

 Following the decision of the Federal Government of Nigeria to roll out
Digitization in phases, the National Broadcasting Commission (NBC) which
is charged with the responsibility of planning and coordinating the transition
project in Nigeria, conducted series of studies in Jos, Abuja, Kaduna, Delta,
Osun, Gombe, Kwara, and Enugu to facilitate digital switchover(DSO) in
those states.

 Based on the the Government White Paper on Signal Distributor
which recommended that maximum of 3 signal distributors
should be licensed. As a result of the above 2 have been licensed
– Integrated Television Services (ITS) which is government
owned, and the second the Pinnacle Communications Limited
(privately owned).
 ITS is the Signal Distributor for Plateau, Osun, Kwara and Enugu
States, while the Pinnacle Communications is the signal
distributor for Abuja and Kaduna States.

 Also, the Commission licensed 13 companies to manufacture Set
Top-Boxes in Nigeria based on agreed standard specified by
ECOWAS member nations.

• Digitization has thrown up some challenges in the Broadcasting
industry.
Ihechu and Uwaoma (2012), opined that the
challenges ranging from meeting the deadline for the
switchover, technical and financial challenges, manpower
availability, power supply and Knowledge of television (TV)
households, Militate against the DSO in Nigeria.
• True to the above, the dates previously fixed for the transition
in Nigeria were: 17th June 2012; 1st January, 2015 and the ITU
scheduled date of 17th June, 2015 but could not be actualized,
due to one or a combination of problems.

• However, on 30th April 2016, the Nigeria Digital Switchover was
kick started in Jos, Plateau State followed by Abuja on 22th
December 2016, then in Kwara and Kaduna states on the 20th
and 22nd December 2017,successfully.

 The Commission conducted a baseline study on digitization,
using a purposive sampling method to select the following
states of Plateau (Jos), Abuja, Kaduna, Delta, Osun, Gombe,
Kwara, and Enugu. The selection was based on some political
and broadcast characteristics of those states.

 The survey method was adopted in the studies. Ten thousand
eight hundred (10800) households were randomly selected and
visited, questionnaires were administered to them to articulate
information on some key variables such as, the depth of
understanding of DSO, awareness of DSO, knowledge of the
benefits of DSO, among others. Statistical method of data
analysis and charts were used to represent information.
 The findings from the studies have contributed immensely to the
planning and implementation of the DSO in Ngeria.

The Key findings of the studies of DSO:
1. Nigeria has an estimated population of about 198million people
with an average of 5 persons per home and a total number of
about 40 million households. The percentage of TV homes is
57.4%, implying that the estimated TV households in Nigeria is
about 23million. Therefore, about 22 million Set Top Boxes is
needed for the Nigeria’s switchover to DSO.
2. On the performance and assessment, 40.2% of households
adjudged DSO in Jos as successful, 31% said it is partially
successful.

3. On the whole, 85.6% of respondents perceived Digital signal as
better than analogue.
4. It was discovered that the awareness of DSO since the 30th
April switchover has been increasing consistently. Federal
Government of Nigeria offered 200,000 pieces of STBs targeted
freely to households during the pilot phas The cost of installing
the STB was higher compared to the cost of STB itself.

5. 40% of those who had problems with the DSO
called the call centre. This shows that
establishment of call centres is a very important
component of the success of the DSO.
6. Surprisingly, possession of pay TV is no
longer a status Symbol. This is because, the
distribution of pay TV has not indicated a clear
relationship with income distribution.
7. 64% of households paid for the installation of
the STBs, of which 31% of them paid an amount
of money ranging from N2,000 - N 3,900.
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Audience measurement/ Viewership
Metrics
 The NBC has, as one of its fundamental mandates, to promote
authenticated radio and television audience measurement and
penetration as stipulated in section 2 (1) j of the NBC ACT, CAP
N11, Laws of the Federation of Nigeria, 2004 (Nigeria
Broadcasting Code 2012).
 Digital Broadcasting has thrown up the issue of audience
measurement for broadcast scholar's in a more compelling
dimension. Such issues as quantitatively measuring who is
watching what and at what time has become of a great interest to
both broadcast operators and government.

 According to Lord kelvin, “When you can measure what you are
speaking about, and express it in numbers, you know something about
it, when you cannot express it in numbers, your knowledge is of a
meagre and unsatisfactory kind’’.
 Measurement is the quantitative method of segregating variability
(differences) by their dimensions and magnitudes for the purposes of
comparison. Audience measurement is relegated in most African
countries. Digitization has facilitated Audience Measurement with
various technological capabilities and possibilities of picking
information from contents, being watched by households, unlike in the
analogue era.
 Viewership metric takes into cognizance detailed analysis of audience
viewing habit and demographic information such as who is watching
what, when, which programmes do members of a family watch
together, and individual family characteristics that impact their
viewing choices. All these culminate into a detailed knowledge of the
consumer’s viewing behavior and helps advertisers to pointedly and
effectively package their marketing campaigns.

 Audience measurement at the moment is being
relegated in most African countries excluding South
Africa, Kenya and few others which has developed an
audience measuring culture. In Nigeria and most of
the African countries, there has not been a deliberate
structure on ground to measure audience except for
individual companies relying on record of sales and
some other form of marketing research. Many new
business models are forming around these data, but
for advertising, data have always been at the core of
its business. But of recent, governments have started
taking interest in the contribution of the broadcast
sector to the GDP.

The NBC has conducted series of
audience measurement surveys, the
graph below shows that x% of the
research population

 The age group 25 – 31years spend more time watching
television on week days and weekends. News was the most
preferred TV programme, followed by Movies and Sports.
This possibly implies that Nigerians have penchant for
information on issues that affect them and entertainment for
relaxation.
 The awareness and understanding level of DSO in the states
was very low, about 8.3% of the respondents have an
appreciable level of understanding of the entire process.
 The percentage of audience that knew that an analogue TV
will require a device to receive digital signals after DSO
was only 8.7%.

 A fundamental gain which the STBs will offer to
viewers is the conditional access and other
protective unique beneficial which will lead to “a
leap in the advertisement revenue .

 Idachaba Armstrong (2017:15) posited that
digitization when fully completed will be a big leap
for stakeholders involved ”either as an advertiser, as
a business, as an agency or a Regulator”.

 Digitization has facilitated Audience Measurement right from its
inception. This is because digital Technology came with various
capabilities and remarkable possibilities. Unlike in the analogue
era, with digitization the in thing is digital content ratings.
 Analogue switch off will create effective demand for set top
boxes, which in turn will stimulate optimal production of Set top
boxes by the Manufacturers to meet the huge Nigeria and West
Africa Market target and this will facilitate digital Audience
Measurement to enable Advertisers and Stakeholders in the
digital eco-system reap optimal benefits.
 “Using data from set Top Boxes delivers a constant, real-time
stream of information, revealing tuning behavior during
programmes and commercials. We can tell clients which
commercials are being watched and which have the strongest
impact (Nielsen) . We even analyze which positions in the
programme or commercial block is most effective for a specific
brand.

 PricewaterhouseCoopers LLP (PwC) in 2015 projected that
the Nigerian Television market will be worth $40 billion by
this year 2018. A third of the estimated market value will be
from advertising.
 To effectively and efficiently maximise the revenue generated
from advertising, authenticated audience measurement is an
invaluable resource to the NBC in order to be cement its
position as a leader in the industry with a projected 20 million
potential viewer base.
 Beyond the advertising market, viewer data collected through
the audience measurement will be useful in delivering
location specific information such public sensitization
campaigns and mapping of viewer behaviors for predictive
and prescriptive analysis useful in making future projections.

While terrestrial broadcast leads multichannel in
Nigeria, its dominance is expected to wane gradually in
order to make way for multichannel and online TV.
Challenges remain to be surmounted, even for Kenya
which has seen over 13% CAGR growth compared to
Nigeria’s 5% and South Africa’s 6%.
The Nigerian advertising market is expected to top
$1billion in 2018. PwC (2015). The Audience
Measurement remains the key factor in ensuring that
Nigeria uses its nearly 40 million TV households to
push these revenues beyond what they have ever been.

 We may not be there yet. But digitization is opening up opportunities
for a robust viewership metric in Nigeria. The unique nature of Set top
box adopted for Nigeria’s digital switch over has capacity to conduct
digital Audience Measurement. The NBC has reached an agreement
with the licensed STB manufacturers to install a component in the
STBs that will facilitate the collection of information on TV consumer
viewing behaviours in Nigeria.
 With the above in place, the era of inaccurate audience measurement
and of the popular saying that “he who pays the piper dictates the
tune” will be over in relation to audience measurement in Nigeria.
 May I also reiterate that the NBC has the mandate to promote
authenticated audience measurement and penetration in Nigeria.
While recognizing the efforts several media research organisations in
Nigeria, we must begin to work together, to achieve authenticated
media audience measurement in Nigeria. PAMRO 2018 is a good
place to begin.
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